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Abstract 
This research attempts to capture social conversation and social gestures in an interaction between buyers and 
suppliers. These buyers operate within a small business context. Using qualitative probing methods, twenty five 
respondents from a small city, Udupi in Karnataka, India have been interviewed. Findings of the study plainly 
demonstrate the existence of personal specific and socially relevant content in a conversation between buyer and 
supplier. To develop this view we deployed economic sociology perspective as transactional cost theory in its 
purview does not include social relevance of small business. The research broadly contributes to the domain of 
economic sociology as it build on the work of Uzzi (1996, 1997) by critically assessing the extant literature in the 
field of transactional cost economics and economic sociology.  
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1. Introduction 
While describing the relationship between buyer and supplier, it is important to look at the potentially explanatory 
elements such as nature and frequency of interactions †  among parties, and the quality and frequency of 
communications (Gundlach, Achrol, & Mentzer, 1995). We now present how personal touch becomes part of an 
exchange that takes place between buyer and supplier. The term personalisation refers to a process in which two 
parties of a particular business engage in a close interaction while not necessarily restricting their conversation to 
business life alone; rather discuss issues and concerns that fall outside the layers of business. This in turn become a 
pointer to recognise the good conduct, manners and behaviours of the individuals that in turn add certain benefits to 
an ongoing economic action. Of course, one can view this scenario as a case of individuals' persuasion towards 
strengthening business. However, we see this as a case where individuals' behaviour which is not necessarily guile, 
rather a general human behaviour which remains as a fundamental human quality irrespective of the economic ends 
he/she tends to pursue. This is one of the most important qualities of human behaviour that is swept under the carpet 
in mainstream thinking. This is the point where substantive thoughts such as the one Polanyi puts forward comes to 
play a bigger role pointing at how individuals' interactions shape economic relations blurring the gap between social 
and economic life of individuals (Polanyi, 2001).  
 
Primary attempt of this paper is to unravel the nature of conversations between small business owners and their 
suppliers. The research question addressed here is what content forms the basis of small business owners’ 
conversation with their suppliers? Taking a small city context as a study area, we define small business owners as 
the one who buys various forms of goods and services from range of suppliers from different locations. Suppliers 
are the one who may be owners of a manufacturing company, sales person, dealer, or a wholesaler. Small business 
owner, in a small city, interact with his/her supplier on a day-to-day basis. S/he interacts with that person who 
directly contacts the buyer (small business owner in a small city). By drawing on 25 qualitative interviews with 
small business owners in Udupi, Karnataka, India, we have developed narratives (stories) to construct the content of 
conversation between buyer and supplier. 
 
Essentially, a conversation involves at least two people. The content of their conversation differs from one set of 
people to the other depending on the context. For instance, context of conversation for buyer and seller is expected 
to be exchange of goods and services for a certain value. Conventionally, the conversation is expected to remain 
within the set context as these two individuals are expected to maximise each other’s their returns in a given time. 
Therefore, it is assumed that they talk business and ensure that the decisions are potential enough to yield optimal 
results. 
 
 
† Along with frequency of communication, content of the communication or interaction need to be assessed to have 
a better understanding of the nature of interaction (Prahinski & Benton, 2004). 
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Quite the contrary to conventional wisdom, recent research points at emanating social connection between buyer and 
supplier (Uzzi, 1996, 1997) in the process of doing business. Although, Uzzi plainly demonstrates that ties between 
buyer and supplier are subject to a possible social embeddedness in the course of business, it does not capture a 
conversation based socialisation process that leads to creating a social embeddedness. Instead the study treats 
business transaction itself to play a central character in building social connections between individuals. Seeing this 
gap in research, we realised that there is a need to address the question of social relation building quite differently. 
In the study, unit of analysis is conversation between buyer and supplier.  
 
Using a qualitative research probing method, the study attempts to develop social significant categories in a discrete 
business relation within a small business context. The paper is divided into four broad themes- introduction, 
literature review, methodology and findings. 
2. Literature Review 
Transactional economics (Williamson, 1981) asserts that idiosyncratic relation between a buyer and supplier is 
possible only when their transaction meets three dimensions-specialised exchange, concurrent nature of exchange 
and involvement of high degree of uncertainty-. This philosophy of transactional relation is quite possible in a large 
scale business entity as it involves a process of customization of product and services by a supplier for a particular 
requirement of a buyer. Hence, violation of a contractual obligations result in losses to both the parties. Therefore, 
both the parties tend to sustain the contractually obliged relation. In the process, this may turn out to be an 
idiosyncratic relation for both the parties. If this is the case of idiosyncratic nature of relation in a large scale 
business, what would be a nature of buyer-supplier relation in small and medium scale businesses? These businesses 
lack any such high contractual risks. It is in this context, economic sociologists like Uzzi (1996, 1997) have 
demonstrated that there is a vast social life within a purely business transaction in a small and medium scale 
businesses. However, Uzzi’s work invoked a causal effect analysis into the study to demonstrate how social linkages 
or socially shared identity of two business individuals/organisations makes an impact on overall performance of the 
organisation. Moreover, the sample in Uzzi’s work involves only small, medium and large scale businesses 
excluding very small size of businesses. This alone implies an inherent bias towards existence of social relations 
between buyer and supplier within a smaller form of businesses. In other words, even economic sociology has been 
silent about these discrete business transactions.    
3. Context of Buyer and Supplier in the present study  
In the present study context, it is important to look into the power or authority in the relationship between buyer and 
supplier. As shown in table 1, it becomes clear that relative dominance of one over the other plays an important role 
in deciding comparative advantage for each other. In the present study, if we look through the power perspective, 
most of the small businesses, since they lack critical mass in terms of size of purchase, do not have relative 
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advantage. This cannot be interpreted as if suppliers may possess advantage, because, this is an area where buyer 
switch-over cost is too low, and same principle appears to be applicable to suppliers too. In fact, this is a kind of 
sector where multiple suppliers and buyers operate. Thus it can be very well defined as a category where 
independence of each party is high and where power of each party is low over the other.  
 
Given such as relation between a buyer and supplier, we attempt to construct a social world around a buyer-supplier 
relation without invoking a causal-effect analysis or pure transaction perspective.  
Table1: Attributes of buyer and supplier power 
 
Source:(© Cox, 2001)‡  
 
 
 
 
 
 
 
‡  Prof. Andrew Cox, copy right holder of the material, has granted permission to use the material in journal 
publications via email reply on 27th May 2013.  
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x Few buyers/many suppliers 
x Buyer has high % share of total market for supplier 
x Suppliers is highly dependent on buyer for revenue with 
limited alternatives 
x Supplier switching costs are high 
x Buyer switching costs are low 
x Buyers account is attractive for supplier 
x Supplier offerings are standardised  
x Buyer search costs are low 
x Supplier has no information asymmetry advantages over 
buyer 
x Few buyers/few suppliers 
x Buyer has relatively high % share of total market for 
supplier 
x  Suppliers is highly dependent on buyer for revenue with 
limited alternatives 
x Supplier switching costs are high 
x Buyer switching costs are high 
x Buyers account is attractive to supplier 
x Supplier offerings are not standardised 
x Buyer search costs are high  
x Supplier has significant information asymmetry 
advantages over buyer 
 Independence Supplier Dominance 
L
o
w 
x Many buyers/many suppliers 
x Buyer has relatively low % share of total market for 
supplier 
x Suppliers is not dependent on buyer for revenue and has 
many alternatives  
x Supplier switching costs are low 
x Buyer switching costs are low 
x Buyers account is not particularly attractive to supplier 
x Supplier offerings are standardised 
x Buyer search costs are relatively low  
x Supplier has only limited information asymmetry 
advantages over buyer 
x Many buyers/few sellers 
x Buyer has low % share of total market for supplier 
x  Suppliers is not at all dependent on buyer for revenue and 
has many alternatives 
x Supplier switching costs are low 
x Buyer switching costs are high 
x Buyers account is not attractive to the supplier 
x Supplier offerings are not standardised 
x Buyer search costs are very high \ 
x Supplier has high information asymmetry advantages 
over buyer 
 Low High 
 Attribute of supplier power relative to buyer 
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4. Methodology 
We adopted probing method using unstructured data collection schedule (appendix 1). Before engaging in a 
conversation, respondents were asked to recollect a supplier’s details, not necessarily the most frequent or 
favourable supplier, rather any supplier whom s/he thinks as the one who supplies products of any kind to their 
shop. In addition, respondents were also told to focus on suppliers who had supplied products to their shops in the 
past and still continue to supply products. The word, supplier was explained to them by drawing similarity with that 
of sales person, dealer, wholesaler and manufacturer. Since the enquiry is about their (buyers) shared identity with 
the suppliers, respondents were asked to recollect their interactions and meetings with the people whom they 
consider as a prominent supplier.  
We know that there may be multiple suppliers to a firm, interactions with suppliers may at times refer to one or two 
or many suppliers. Now to make it clear, for example, supplier for a barber is the one who sells him/her necessary 
products like soap, foam, powder, and other cosmetic products. For a restaurant owner supplier is the one from 
whom s/he buys day-to-day necessities like grocery, vegetables, and other requirements. When a hotel owner talks 
about his/her supplier, s/he would keep these products in mind and respond to the questions asked by the 
interviewer. In case of a sports shop, equipments that they acquire from vendors or manufacturer or a dealer become 
the reference point to talk about the supplier. We overall interviewed 25 small business owners in Udupi (appendix 
2). At the initial probing we started with a broad theme, their visits to their supplier’s outlets and the broad 
conversation that they had in recent times with their suppliers. As they continued to speak about the initial questions, 
new themes started emerging and accordingly the open ended data schedule (appendix 2) was expanded to 
accommodate new categories in probing. As we gathered narrative from the respondents, using the analytical steps 
of qualitative data (Strauss & Corbin, 1990), we developed these narratives under the themes-social content in 
conversation and gestures-. Initial stages of analysis include identifying similar stories by different respondents, 
linking up with the subsequent narrative and providing substantial interpretation to the narrative. By the time we 
collected 18 responses, it appeared that the data collection was saturated. However, to ensure the redundancy of 
data, we continued probing and completed our probing with 25 respondents. Time of each interview varied between 
1 hour and 1.30 hours.  
5. Region of study  
Udupi, a small city in Karnataka, India is a place with historical lineage of its own kind. Infamously known as a 
temple city, the Udupi had given birth to one of the Hindu religious cults, Dvaita (dualistic) school of Philosophy 
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(Founder father, Madhvacharya 1238-1317)§ in 13th century AC. Since then, the city has been one of the famous 
tourist destinations. The entire city's urban space is surrounded by temples and Mathas (Bhatt and Gopal 2006, 
p.370).  In recent times the city is also surrounded by several small and medium size firms, mainly in the domain of 
manufacturing. Udupi city looks like a small business hub as it, within its urban space, consists of varied business 
activities in small business segment, primarily operating in retail, wholesale, and small scale manufacturing 
activities (CSO, 2008 [as per Natioanla Industrial Classification{NIC}]) 
6. Findings  
Through the first round of round pilot study in 2010 April-May, it was realised that there is a need for qualitative 
explorations of conversations between buyers and suppliers. We decided to talk to small business owners about the 
concerned question. Full pledged filed work began in 2010 December and ended in 2011 April. The first question 
that we put forth was what do they talk with their supplier? Keeping the reference point of a supplier who may be a 
dealer, direct seller-a sales man/woman-, manufacturer/seller, or an agent of a company, small business owners were 
asked to answer the said question. As we know these small business owners deal with several suppliers for various 
goods and services, there is a certain degree of ambiguity in choosing a supplier to talk about the conversation that 
takes place between them. To clear out such ambiguities, small business owner was asked to choose a supplier with 
whom interaction is more and also who is considered to be trust worthy. Keeping one supplier as a reference point, 
small business owners started narrating about what they had talked to their suppliers in recent conversation. 
7.  Frequency of Meetings and Conversations between buyer and supplier 
As we see in table 2, one point becomes clear that there is almost a regular interaction between buyer and supplier. 
Keeping this in view, one can argue that constant interaction with a concerned business party enhances shared 
personal identity**. As shown in table 2, if we put together the first four categories -every day, weekly, once in two 
weeks, and once in a month- 60 percent of the small business owners make a constant visit to their suppliers' outlets 
and meet them. While 30 percent of the respondents rarely go to their supplier's outlets, 9 percent of them never 
make any visits. It is because sellers or suppliers often send their representatives/sales agents to the buyers’ outlets. 
 
 
§ He is the founder of the Dvaita (dualistic) school of Philosophy and religion. Accessed on 
http://dvaitavedanta.files.wordpress.com/2007/10/madhva_basics.pdf  
 
** As opposed to usual institutional economics norms of relation that "close relationships emerge as responses to the 
need for safeguarding transaction specific assets and adapting to uncertainty" (Heide and John 1990, p.33), in the 
present study we see buyer's strong sense of feeling as being connected to the supplier implying a sense of relation 
with the buyer.  
759 R. Venkatesha Murthy and Bino Paul GD /  Procedia Economics and Finance  11 ( 2014 )  753 – 766 
In way, buyers do not have to make effort to visit supplier’s place.   This continued conversation between buyer and 
supplier shape relation between two business activities.   
Table 2: Frequency of visits by small business owners to the supplier's outlets (n=230) 
Category Percent 
Every day 12 
Weekly 17 
Once in two 
weeks 6 
Monthly 25 
Rarely†† 30 
Never 9 
Total 100 
Source: (Murthy, 2012) 
 
One method of keeping in touch with suppliers is to pay visit to supplier’s outlets. Second method is regular visits 
by sales representatives of a concerned supplier. Third is in form of telephonic interaction.  
Respondent 1: "We visit our supplier's outlets every day.  We talk over the phone seldom”. 
Respondent 2 "...I visit my suppliers shop at least once in three months; we quite often talk to 
them over the phone”.  
Respondent 3: "We go to their shop whenever we want. It so happens that their representatives 
pay visit to our shop often”.   
This initial exploration of methods of keeping in touch with the suppliers sets a tone for further exploration on what 
content forms their conversation?    
8. Social content in Conversation 
Small business owners, generally start their conversations in a following form.  
Respondent 1: “When I talk to my supplier, sometimes over the phone and sometime person-to-person, I 
usually start my conversation asking him (her) (refereeing to a dealer) about his (her) health, recent events 
at his (her) end”. 
It is evident in the above view that the conversation with suppliers does not jut begin with core of the context. 
Instead, human specific qualities gain prominence in building a conversation between two individuals. 
Respondent 1: “When we talk on business, you just cannot force someone onto the topic. It is a minimum 
courtesy that we ask about each other’s well being. Then, rest of the conversation follows”. 
 
 
† †  Rarely is defined as a case of once in 6 months or once in a year.  
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General human tendency of building social relation and creating a shared identity with each other seemingly control 
the flow of conversation.  
Respondent 2: “I am a kind of person who prefers to strict to the point without beating around the bush. I 
do not want to bring in unnecessary conversation as it spoils both of our time. I start my conversation on 
the core issue. For example, issues concerning my business such as price of the product, market trends, 
replacement for damaged products, and other such issues. (However), you see, we are after all human 
beings, no matter how hard you try to avoid personal conversation, it somewhere crops up in the whole 
conversation. If I recall my recent conversation with my supplier (a manufacturer), we both talked for 
almost 25 minutes over the phone. Our conversation, although more about business, we could not resist 
talking about our children’s education. Out of 25 minutes, we spent more time, almost 15 minutes, talking 
about our children’s future course of education, present progress and their stressful academic life. This 
explains how much we are connected to each other. We just cannot stop sharing each other’s familial 
concerns”. 
The conversation between small business owner and supplier continues to hover around various facets of life 
concerning an extended social connectedness of an individual covering festivals, fairs and local events. 
Respondent 3: “We talk to our suppliers quite often. Mainly, I talk more with one of the suppliers. We talk 
almost everything about life. Yesterday, I spoke to him (her). He (she) asked me about the upcoming Sri 
Krishna festival. I told him about our preparedness for the event, probable guests for the event and so on. I 
also invited him (her) for the festival”. 
We call this a ‘social common thread’. As individuals, we all have common interests and tastes in several activities. 
Irrespective of the context within which we are expected to behave in a particular manner (here it is business 
context, and hence strictly talk business), it appears that we over step or go a step here and there and make a 
conversation that almost looks out of context.      
Respondent 4: "I generally do not talk much. I am a quiet person. But, when it comes to dealing with my 
supplier, I talk to him (her) a lot. Recently, when I met him (her), we talked about our holiday plans. Quite 
often, you know, it (holiday scheduling) all depends on when your children get a break from college. He 
(she) advised me not to disturb children’s college schedule. Not only that we also talked of this year’s weak 
rainy season and its impact on farming”.     
Emotional quotient of an individual cannot be taken away in any conversation. It is noticed that familial financial 
constraints also become part of a conversation between buyer and supplier. Interestingly, not as a reason for buyer’s 
inability to make due payments of suppliers in a stipulated time, instead treating the supplier as a common ally in the 
process, buyer tends to discuss this matter with him/her. 
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Respondent 5: “Apart from business related conversation, my talks with my supplier include matters like 
financial difficulties at my family. You know, life is such that it offers different difficulties in life. 
Everybody may not understand every difficulty of yours. You need to talk to someone who can understand 
financial planning, and financial structure of a family. I have found a friend in my supplier. I share not only 
my business related financial constraints with him (her), but also share my family’s specific financial 
concerns. He guides me on how to plan for coming years”. 
Buyer-suppliers’ conversation hovers not only around their business and family centric concerns, but also around 
local, and national concerns. Political disturbances like strikes at local and national level find space in their 
conversation. Local development programmes such as new construction of urban infrastructure, changing means of 
transport in small cities and so on.  
Respondent 6: "Besides talking about business specific aspects, if I recall my recent talk with my supplier, 
we talked about national and locally important issues. We talked for an hour. Primarily, the topics included 
strikes at national and state level, road broadening process, emerging transportation system in Udupi, Sri 
Krishna‡‡ temple related programmes-including Paryaya§§-, and etc.  
Respondent 7: "Recently, I was talking to my wholesaler about Rathabidi***. Since last few days that road 
has been closed down for repairing reasons ". 
Besides all these, politics certainly takes a prime seat in a conversation. In general, it is often observed that people 
tend to talk on politics (it may include politicised opinions, political organisations, and ethos of a country’s politics) 
in their day-to-day conversations. This general tendency can be observed even when people discuss context specific 
issues (such as demand and supply here).    
Respondent 8: If I can correctly recall my talk with my supplier last week, I talked over several issues that 
included India’s politics today. We talked over tentative power shift between Congress party and Barathiya 
Janata party (BJP) in Karnataka state”. 
Typically when individuals interact, their surrounding social concerns affecting their life as well as the life of many 
others also occupy a significant place in the whole conversation. A respondent opines that his (her) previous 
conversation with supplier included topics such as caste. 
Respondent 9: "Last time when we spoke over the phone, we talked about caste led business dominance in 
our places. I told him (her) that caste groups such as Brahmins are rising in number within the business 
 
 
‡‡ A Hindu god. The Sri Krishna temple is situated in Udupi.  
§§ a celebration at Sri Krishna's [a Hindu God] temple.   
*** It is a road where Sri Krishna's procession takes place.  
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domain by taking control over more and more business space in today’s fast moving small city like 
Udupi”.  
The data plainly points out that a conversation between a buyer and supplier, not only includes a business related 
concerns but also encompasses though various social, personal, cultural and political aspects of human life.     
9. Shared Gestures between Buyer and Supplier   
Conversations between two individuals help us in understanding the strength of their relation. In this section, we 
would explore another set of communication between a buyer and supplier. Primary attempt here is to capture how 
small business owners treat their suppliers when they are in town. This question, broadly, supplement the primary 
research question of the study.     
 
One of our respondents views that when their supplier (dealers or sales representatives) visits him (her) from a far 
distance, they not only talk to them about business but also discuss issues like their views about food verities, and 
their comfort with the weather in the city. These factors are indicative of friendly gestures of a buyer towards his 
(her) supplier. This nature of discussion is also indicative of basic human concerns towards other individuals. This 
view is indicative of minimum concern that individuals show towards other individuals irrespective of the nature of 
an exchange they are engaged in.   
One of the important gestures of good relations is sending invitation to people for family celebrations. As one of our 
respondents reveals that he (she) invites dealers or suppliers of his/her business for home functions. This point 
clearly means that there is an established familiarity, and friendship between buyer and supplier. In turn, as the 
respondent points out, the same gesture has been reciprocated by suppliers.   
Another gesture of a good relation is to share a gift with those who are party to a relation. As our respondent views 
that they offer a gift‡‡‡ to their suppliers when they come to meet him (her). This view once again reiterates the point 
 
 
††† A town in Karnataka, India.  
‡‡‡ This finding is consistent with the findings in a recent study. Non-business related exchanges of this kind (a gift 
exchange) becomes quite vital in building personal relation (Gedeon, Fearne, & Poole, 2009).  
Respondent 10: "whenever our Hubbali††† and Bangalore dealers come to Udupi, we ask them about their 
comfort level with Udupi's weather condition, and their level of comfort with Udupi’s food. We would also 
discuss about local political issues, apart from business related concerns".  
Respondent 11: "Between me and my supplier, there is a kind of strong bondage. We invite each other for 
family functions and parties". 
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that business exchanges between two individuals may get extended to a point where they share their personal 
identity with each other prompting a friendly relation between them.  
Despite the nature of exchange (buy and sell of goods and services) that is profitable for both the parties, a 
respondent views his (her) suppliers as guests. This is an indication of friendliness. 
As explored through the data, these friendly gestures are indicative of a healthy relation between buyers and 
suppliers. However, these gestures need not to be always interpreted as altruistically designed by the buyers. Instead, 
a healthy relationship between a buyer and a supplier is being interpreted by buyer (small business owners) himself 
(herself) as symbol of faster growth and higher social visibility.  
10.  Discussion and Conclusion 
The explanations of this kind may be quite often interpreted as a method to achieve better strategic coherence in 
terms of drawing key strategic information from the suppliers§§§ (Uzzi, 1997). This nature of social fit is expected to 
be set in place for reasons which are very specific to business alone. For example, a shared identity between two 
individuals (buyer-supplier) helps each other to make necessary interventions in hours of difficulties which are 
pertinent to the business. A respondent views quite the contrary to such conventional causal-effect form of 
interpretations of social behaviours. 
What is very important in the above view is that, although, buyers share a clear transactional view of authoritatively 
commanding necessary resources, there are a set of buyers (small business owners) who have attained a social fit 
 
 
§§§ This is a clear evidence for transactional exchange. It also means that transactions of this kind can be easily 
organized in markets. 
Respondent 12: "I offer a gift to my supplier. Last time when they were here, I gifted them with Udupi 
special dress. He (she) supplies very good products to me all the time. (In fact), we have a very good 
relationship with him (her)". 
Respondent 13: "We usually give them (suppliers) a small treat like lunch. We treat them like our guest 
whenever they visit us".  
Respondent 14 "First of all, by building good relationship with your supplier, you can grow faster and 
secondly your social status will go up in the society". 
Respondent 15: "We do not need to have personal interaction or idiosyncratic relationship to get key 
information from our suppliers. Once you start doing business with your supplier, it becomes compulsory 
that he (she) has to share necessary information”.  
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with their suppliers. This plainly explains the natural human behaviour in a domain that is apparently profit centric 
where human relations are valued to the least extent. The extant research through causal-effect analysis makes series 
of attempts to establish how such social fits help business to grow (Nguyen and Nguyen 2011, p.324). Here in this 
research, we have plainly demonstrated that irrespective of the returns that apparently accrue from social 
connections, individuals (buyers-small business owners) have been socially and culturally connected to their 
suppliers. This research reaffirms that even in a discrete relation between buyer and supplier, unlike the new 
institutional economics’ argument (Williamson, 2008), personal relations are valued more than transactional 
relations (Kalwani & Narakesari, 1995).  
 
Talking of limitations of the study, first of all, the study’s scope is limited to small business context in a small city. 
Secondly, arguments in the paper are developed based on the data drawn from one group (buyers) of respondents. 
The other group of respondents’ (suppliers) views are not captured to develop a holistic picture of social 
conversation between buyer and supplier. Future research can attempt to fill these gaps in the present research.   
 
Appendix: 
 
Appendix 1: Details of In-depth interviews: basic features of respondents' businesses 
Sl. No NIC 4 digits^ 
Type of Business 
description  as per NIC 2 
digits 
Actual Business 
Business'
s birth 
year 
Number of 
employees
* 
1.  4771 Retail and Wholesale Tailoring and cloth sales 1984 2 
2.  4752 Retail and Wholesale Hardware and Fittings 1941 2 
3.  4752 Retail and Wholesale Glass cutting and sales glass materials building 1970 1 
4.  1071 Manufacturing Bakery food item 1998 14 
5.  4520 Retail and Wholesale Tyre sales and wheel alignment 1996 12 
6.  5610 Accommodation and  Food service activities Restaurant 2004 24 
7.  4761 Retail and Wholesale Gift and Fancy Store 2005 1 
8.  4789 Retail and Wholesale Electronic Services and  Sales of electronics 1990 3 
9.  4759 Retail and Wholesale Consumer Durables electrical sales 1986 12 
10.  4752 Retail and Wholesale Glasses and Mirror 1944 1 
11.  4321 Other Service related Categories 
Electrical contractor and 
marriage decoration 2007 9 
12.  1811 Manufacturing Printing and binding 2007 2 
13.  4773 Retail and Wholesale Jewellery work & sales 1968 1 
14.  9609 Other Service related Categories Saloon shop 2006 1 
15.  7420 Other Service related Categories Photo studio 1925 2 
16.  4763 Retail and Wholesale Bi-Cycle Shop 1942 8 
17.  4763 Retail and Wholesale Sports goods 1989 1 
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18.  5510 Accommodation and  Food service activities Hotel/Lodging 2002 24 
19.  4773 Retail and Wholesale Jewellery marketing 1995 1 
20.  4762 Retail and Wholesale Cassette sales 1985 7 
21.  1030 Manufacturing Pickles sales 2000 2 
22.  2011 Manufacturing Chemical dealers 2001 1 
23.  4662 Retail and Wholesale Metal shop 1910 6 
24.  4721 Retail and Wholesale Vegetable shop 1984 4 
25.  4763 Retail and Wholesale Sports goods 2000 2 
 
Appendix 2: Open ended data collection schedule 
 
a) How often do you visit your supplier’s outlet? 
b) How often do you meet them? 
c) How often do you talk to them over the phone or person-to-person? 
d) If you can recall one of your recent conversations, tell us in detail about your conversation? 
e) What happens when they visit you in Udupi? 
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